
CATEGORY PROFILE

Hearing Aids  
for the Active Ager
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It is no secret that our hearing deteriorates as we get 
older, yet hearing aids are still only used by a fraction of 
those people who need them. 
With the Active Aging consumer taking control of their health and 

wellness to maximize quality of life, the Hearing Aid category is still 

heavily inhibited by the stigma and stereotypes associated with using 

the product. Hearing Aid brands have a great opportunity to insert 

themselves in the health and wellness conversation with a better 

understanding of what this audience needs and how they want to  

be engaged.
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The need for hearing aids  
is significant

Nearly a quarter of Americans 

aged 65 to 74 and one-half of 

Americans over the age of 75 

have disabling hearing loss2. 

With an aging population and 

the impact of factors such 

as increased noise pollution 

levels, more individuals will 

require hearing aids3.

 
 The opportunity:  

Hearing loss isn’t something Active Agers 
typically want to think about or admit having 
themselves. Working with appropriate high 
profile influencers, who have hearing loss 
themselves, could be an effective, organic way 
of raising awareness around hearing loss and the 
options to address it. For example, influencer 
content in social and traditional channels could 
highlight personal experiences addressing 
themes like: the small, yet meaningful ways 
improved hearing has enhanced their  
lives and how the technology  
has evolved/is unobtrusive. 

By 2024, the Hearing Aid category 

is expected to be worth more 

than $9 billion (USD) globally with 

an expected compound annual 

growth rate (CAGR) of around 5.5% 

between 2018 and 20241.

While new technologies and lower 

prices will drive much of this growth, 

opportunities for incremental sales 

could be significant if the stigma 

associated with hearing aids can be 

diminished. Following is a selection of 

trends and opportunities that might 

assist with this effort.
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Stigmas are associated with using  
a hearing aid, 

(i.e. they are a sign of aging), which can negatively 

impact penetration/usage rates, including causing 

people to put off getting a device after being 

diagnosed with hearing loss.  

In fact, only 20% of consumers who can benefit 

from hearing aids seek them out4. 

 The opportunity: 

Address stigmas by demonstrating how improved hearing enhances 
lifestyle interests. Specific steps that can be taken include: ensuring 
marketing messages and advertising realistically portray Active 
Agers’ lifestyles and situations, highlighting the “large or small 
things in life” you might be missing because of hearing loss and 
providing messaging/materials to physicians/audiologists so they can 
address stigmas with patients.

1.   News release: “Global Hearing Aids Market to be Worth USD 9.17 Billion by 2024”; Zion 
Market Research - https://globenewswire.com/news-release/2018/11/26/1656453/0/
en/Global-Hearing-Aids-Market-to-be-Worth-USD-9-17-Billion-by-2024-Zion-Market-
Research.html 

2 .  “Quick Statistics About Hearing”; National Institute on Deafness and other 
Communication Disorders - https://www.nidcd.nih.gov/health/statistics/

quick-statistics-hearing 

3.   “Hearing Aids Market Share - Segmented by Product Type”; Mordor 
Intelligence - https://www.mordorintelligence.com/industry-reports/
hearing-aids-market

4.   “Why do people fitted with hearing aids not wear them?”; 
International Journal of Audiology; May 2013 - https://www.ncbi.
nlm.nih.gov/pmc/articles/PMC3665209 
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Hearing loss has a significant impact on the quality of life 
of Active Aging consumers, potentially interfering with 
their ability to fully participate in activities and relationships 
essential to their independence and active lifestyles. 

Yet, this audience might still be reluctant to embrace hearing aid technology, 

which is often associated with aging.

 The opportunity: 

Show Active Agers how hearing assistance devices enable them to function in a more 
“youthful” manner and to keep pursuing lifestyle activities they love. A relevant way of 
showcasing the benefits of improved hearing is by relating them to Active Agers’ lifestyle 
interests, such as sports, coaching/mentoring, cooking, playing/enjoying music and taking 
continuing education classes.
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The stigma associated with 
hearing aid usage is largely 
self-perceived by those who 
need them and not by others 
who observe them. 

Research has found that for 

people needing hearing aids, the 

stigma associated with using one 

is greatly reduced simply by  

using them6. 

 The opportunity: 

It is likely that many people who have a 
negative view of hearing aids have never 
had the opportunity to try one or might 
be basing their perceptions on limited 
experience with friends or family members 
who’ve worn one. Providing hands-on 
experiences for users where they can try 
the latest technologies could be a key 
to overcoming stigmas. Ways of doing 
this could be through partnerships with 
retail stores, clinics, malls or lifestyle 
retirement communities. Virtually speaking, 
augmented reality apps could be developed 
that let users see what a hearing aid 
would look like on them and/or experience 
a simulation of the audio enhancements 
they’d enjoy using personalized sound/voice 
samples.

5.  Source: Statista; “Unit sales of bluetooth hearing aids 
worldwide from 2016 to 2020 (in millions)”

6.  Source: The Hearing Journal - https://journals.lww.com/
thehearingjournal/hearingpost/myforeignaffairs/default.aspx

Bluetooth-enabled hearing 
devices are projected to lead 
the way in category growth 
with unit sales expected to 
rise globally from 2.6 to 9.8 
million units between 2018 
and 20205. 
 The opportunity: 

Active Agers are driving the highest growth 
levels in wearable tech, reflective of their 
comfort with and love of new tech. Show 
them how hearing assistance technology 
(including Bluetooth and potential internet 
connectivity) is evolving towards smaller, 
multi-functional devices that can be 
discreetly controlled via smartphone 
(fitting within popular Bluetooth-enabled 
tech trends overall). Exposing Active Agers 
to hearing tech via tech fairs, presentations 
or communications that stress the multi-
functional side of the devices will fit well 
with their curiosity around new tech overall.
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www.ageofmajority.com

Jeff Weiss 
President and CEO, 
Age of Majority 
jeff@ageofmajority.com

Contact us to learn how we can help you unlock your potential  
with consumers 55+.

Want to 
Talk More?


